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Abstract

With the rapid development of China’s economy, the real estate market has become unprecedent-
edly prosperous. The real estate marketing center, as a venue for enterprises to showcase their
properties, is not only a place for developers to receive customers and negotiate business, but also
has the function of promoting the company’s brand, carrying new design needs and a large number
of industry demands. Especially in recent years, enterprises have increasingly attached importance
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to the design of marketing centers. As an interface between buyers and sellers, the design of mar-
keting centers has also undergone changes with the development of economic environment and
marketing concepts. Gradually shift from emphasizing the decoration and functionality of rooms to
emphasizing service, experience, and individuality. This article starts from the actual situation of
the Zhongdian Jiangguo Yuyuan Marketing Center, analyzes the current situation of the marketing
center, and combines the methods and principles of interior design with the indoor functions of the
marketing center. The focus of the design is not limited to traditional commercial store spaces, but
should be influenced by marketing concepts and forms. Multiple forms of expression should be used
to design an indoor space that integrates art and commerce and meets the needs of commercial
activities.
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Figure 1. Marketing center general site
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Figure 2. First floor plan
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Figure 3. Second floor plan
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Figure 4. First floor ceiling layout
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Figure 5. Second floor ceiling layout
E 5 ZBRXHEHER

B 0 F A A AR SL I BT TR A AR A G VR R A EERE . ARMSL
TFEERON TGS A A, AR SRR R DRSS SE (I 6 FraR), S DL
oL, RIS, S N RIS,

4.2. HHERTTHT
B O I ZN A BT RARE T 2 I TSR AT AT B, EA PR S 7] SR

DOI: 10.12677/design.2024.96663 32 s


https://doi.org/10.12677/design.2024.96663

4

EWMAOKRITZ)E, SRR G EAGX SRS N 3T I 7 RE SR, e ERIXIE,
LRSS N A D BEREROR TR A SCE R, I P R BRR TS AR R, R AERAT
R 38 SR, RGN S 28 RN ki fE e, SRR EH L RS0
WIERIRAN TR, PO = SR & R e BT E M 0. BRI, BT E 0 msh
Lt B R, EEERRHE, HAERAETRUE S I, RS8R, Wl 3%,

i bl K ,
A SAR @A Fﬁm;'iiﬁﬂ‘ BB RE. AL OB oH

\
l

2300

i

] — ] o
‘ | . - =
<t )“v [ “ <
[=3 W
§ I : 2k
S« S A N BT BT | g
L LH — Al i Al 8
6943 900. 897500 8106 5002150 6824 7280 . 1980
36086
AHE o w
NETS sz 2 1t
S R AFEPE  KEAMERS W P BB
i | |
;,
gs { 8
<3 ' N
: |
T&T‘ =l SIEE o == T ‘ eSS ‘
500 500 8500 500 500982, 2700 3658 500
37858
BUTHE 1o

Figure 6. A and B elevations
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Figure 7. Rendering of the reception area
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Figure 9. Display area rendering 2
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Figure 10. Model room rendering 1
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Figure 11. Model room rendering 2
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Figure 12. VIP room rendering 1
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Figure 13. VIP room rendering 2
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Figure 14. Rendering of the negotiation area
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Figure 15. Water bar rendering 1
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Figure 16. Water bar rendering 2
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Figure 17. Leisure area rendering
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Figure 18. Rendering of children’s activity area
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